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ABSTRAK 

 

Salma Nabillah (2005419) “Pengaruh Personal Branding pada Beauty 

Influencer untuk menciptakan E-Customer Engagement” di bawah bimbingan 

Dr. Lili Adi Wibowo, S.Pd., S.sos., M.M dan Dr. Bambang widjadjanta, M.M. 

 

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh personal 

branding pada influencer terhadap e-customer engagement dengan followers 

sebagai controlling pada influencer bidang beauty. Penelitian ini menggunakan 

jenis penelitian deskriptif dan verifikatif dengan pendekatan kuantitatif. Metode 

yang digunakan pada penelitian ini adalah simple random sampling dengan ukuran 

sampel sebanyak 270 responden. Data diolah secara statistic menggunakan metode 

Stuctural Equation Modelling (SEM) dengan menggunakan program AMOS for 

Windows. Hasil penelitian ini menemukan bahwa gambaran personal branding dan 

e-customer engagement berada pada kategori sangat tinggi. Personal branding 

memiliki pengaruh positif dan signifikan terhadap e-customer engagement. 

Berdasarkan hasil penelitian, peneliti merekomendasikan agar Influencer bidang 

beauty mempertahankan dan meingkatkan performa personal branding melalui 

simplicity, activity, security, sincerity, excitement, sophistication, style dan 

experience agar dapat meningkatkan hubungan komunikasi atau interaksi yang 

terjalin dengan pengikut akun tiktok influencer. 

 

Kata kunci: Personal branding, E-Customer Engagement 
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ABSTRACT 

 

Salma Nabillah (2005419) ”The Influence of Personal Branding on Beauty 

Influencers on E-Customer Engagement” under the guidance of Dr. Lili Adi 

Wibowo, S.Pd., S.sos., M.M and Dr. Bambang widjadjanta, M.M. 

 

This research aims to obtain a description and the influence of personal branding 

on influencers on e-customer engagement with followers as controlling on beauty 

influencers. This research uses descriptive and verificative research types with a 

quantitative approach. The method used in this research is simple random sampling 

with a sample size of 270 respondents. The data is processed statistically using the 

Structural Equation Modeling (SEM) method using the AMOS for Windows 

program. The results of this study found that the description of personal branding 

and e-customer engagement is in the very high category. Personal branding has a 

positive and significant effect on e-customer engagement. Based on the research 

results, the researcher recommends that beauty influencers maintain and improve 

their personal branding performance through simplicity, activity, security, sincerity, 

excitement, sophistication, style and experience in order to increase the 

communication or interaction that is established with the followers of the 

influencer's TikTok account. 

 

Keywords: Personal branding, E-Customer Engagement 
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